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VDTM PROGRAM OVERVIEW FY2016

FUNDING

AGeneral funds: $3.1M

DIVISIONS

ADepartment of Tourism & Marketing (VDTM)
AVermont Life Magazine

STAFF

A8 VDTM

A8 Vermont Life
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VDTM Performance Based Budget

Alncrease of rooms and meals tax revenue
Alncrease of jobs in the hospitality sector

AOvernight camping at Vermont StatBarks

Measures FY15 FY15 FY16 FY16 FY17
Target Actual Target Estimate Target

$ increase of rooms and meal $ increase tax revenu

o 5,000,000 7,880,000 5,000,000 5,000,000 5,000,000
tax revenue (millions)

# increase of jobs in hospitalit

# jobs 34,200 35,691 35,800 36,000 36,200
sector (annual average)

# occupancy (overnight
campers) at Vermont State
Parks (reported on a calendar
year basis)

# occupancy 428,000 423,228 425,000 425,000 425,000
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Rooms and MealRecelpts

$1,500,000,000

$1,450,000,000

$1,400,000,000

$1,350,000,000

$1,300,000,000

$1,250,000,000

$1,200,000,000

$1,150,000,000

$1,100,000,000

FY 2012

Rooms & Meal®eceipts

FY 2013

FY 2014

FY 2015
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Marketing ODbjectives

A Reinforce brand awareness in Northeast and miitlantic markets amongst traditional target
audience

A Introduce brand to Millennial audience within target markets
A Introduce brand to traditional target audience within target markets
A Increase overnight bookings with Vermont properties

TARGET AUDIENCE

A Affluent travel target within distant domestic markets based on following criteria:
AHHI of $100K+
AA28 & 54
AAffinity for travel to Vermont
Alnterest in outdoor recreation
ANonbusiness travelers

STRATEGY

A Employ comprehensive media plan composed of targeted online travel agency and digital
placements with segmentation for traditional and Millennial targets
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VermontVacation.com

m | SITE LAUNCHED: MARCH 31"2915\ = 1w

VERMONTVACATION.COM 308,148

OFFICIAL VERMONT STATE TOURISM WEB-SITE TRAFFIC AS OF 12.7.2015 (8

22.88" 375,424
O'=

AGE 55-64;

20.07*

295555555 35%%> 82%

: MOBILE Useps

DESKTOP USERS
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Where do Vermont visitors come from?

AThe following statistics were collected in the fall 2015.
AData is tracked via a system called Arrivalist.

A Arrivalist tracks consumers after thejrave been exposedo Vermont digital
advertising. The consumer is then marked when th@hysicallyvisit the
State of Vermont.
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4 - Origin Markets

Seattle
Spokane
Yakima
Portland
Helena
Springfield
pring Bozeman
Ashland co
Gefing
Salt Lake City
San Francisco !
San Jose Grand Junction  Denver
Colorado Springs
Telluride
Las Vegas
Santa Barbarle.a Bullhead City
Los Angeles Santa Fe
2 Albuguergque
San Diego Phoenix
Casa Grande Alto
Tucson
Sierra Vista
El Paso Midland
Anchorage
Sitka

Duluth
Mercer
St Paul
Plover
Rochester
Sioux Falls
Waukesha
Gurnee
_ Chicago
OmahaWVinterset  oine
Peoria
Pickrell
Springfield
St Louis
Wichita
Nixa
Okeene Springdale
. Jackson

Cahot Memphis
Hot Springs National Park

Bonham Indianola
Plano
Monroe
Rising Star Athens
Laurel
Austin Kenner

San Antonio Houston

Seadrift

Traverse City

Millinocket

R' o 2 -y
Manc &
! Ne&éven

-i’hiuﬁ&phia
Washington

Richmond
Virginia Beach

Rochester”
Buffalo m"]a ca

Ann Arbor
Cleveland

Pittshurgh
Columbus

Cincinnati

Catlettsburg
Louisville
Roanoke

Raleigh

Knoxville
Charlotte

Bolivia

Lawrenceville Myrtie-Beach

L 1
Ansdta Charleston
Thomaston
Bluffton
Columbus

St Simons Island

TallahasseeJacksonville

Gainesville
Orlando
St Petersbur
9 stgart
Miami
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